Cancer prevention and early detection strategies are fundamental to reducing breast cancer burden. Offering prevention guidance on modifiable risk factors within early detection settings is rare. We aimed to evaluate the acceptability of a magazine focused on lifestyle and cancer prevention for use in breast screening clinics. A lifestyle magazine was developed and distributed within two breast screening settings in the West of Scotland over a 2-month period. Women were either offered the magazine on arrival or in a self-service format. Uptake was recorded by NHS staff. Women's views were sought via an evaluation questionnaire. Staff were interviewed on their experiences of intervention delivery. Uptake was greatest when offered to attendees (95% vs. 20% self-service). The evaluation questionnaire response rate was 17.3%. Almost 60% of respondents reported an increased knowledge about breast cancer and lifestyle and felt motivated to find out more about cancer prevention and 40% expressed intentions to make lifestyle changes. Over 90% of respondents thought lifestyle factors were important in breast cancer prevention. Staff feedback was positive, indicating no detrimental effects on workloads. In conclusion, a cancer prevention lifestyle magazine can be successfully delivered in the breast screening setting and deserves further exploration for roll out.
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| INTRODUCTION
Cancer prevention and early detection strategies are seen as the cornerstone to reducing both the incidence of and morbidity from breast cancer. However, to date, few attempts have been made to offer prevention guidance within early detection settings (Anderson, Mackison, Boath, & Steele, 2013) .
Whilst many factors are implicated in aetiology (Howell et al., 2014) , current estimates suggest that around one-third of breast cancers in post-menopausal women in the UK are related to body fatness, physical inactivity and alcohol consumption (Cancer Research UK 2014; World Cancer Research Fund 2015) . Ahn et al. (2007) reported that at any BMI, weight gain in adult life is associated with greater risk of breast cancer and a gain of 2-10 kg after the age of 50 is associated with a 30% increase in breast cancer risk. More recently, Neuhouser et al. (2015) reported that post-menopausal women with a BMI < 25 kg/ m 2 at baseline, who gained >5 kg of body weight during a 13-year follow-up period, had a 36% increased risk of developing breast cancer. 
| METHODS

| Development
A review of popular women's magazines, whose target audience included women aged 50+ years, was undertaken which showed that four positive themes were common: a "chatty" (rather than scien- Health" comprised 24 pages in full colour print (Scottish Cancer Prevention Network, 2015b) and was cellophane wrapped to include the feedback questionnaire, freepost envelope and free gift.
| Implementation
The magazine delivery was evaluated in the West of Scotland Breast Screening Service, Glasgow, over a 2-month period. Both the static screening clinic in central Glasgow (a more affluent area) and a mobile unit based in Govan (a less affluent area) participated in the delivery to reach attendees from a variety of socio-demographic backgrounds.
In the first month, all women were offered the magazine on arrival at the screening centre or mobile van by the receptionist and informed that this was a free magazine to keep. An insert evaluation questionnaire was also highlighted. In the second month, the magazine was left on display in the waiting room areas with a poster inviting women to take a copy of the free magazine home (self-service).
The number of magazines given out or picked up and the number remaining in the clinic (i.e. not taken home) were recorded daily by clinic staff. University staff visited the screening centre on two occasions and had regular email contact to see the work being carried out and to attain feedback.
| Evaluation
To test acceptability, a two-sided (13 questions) anonymous evaluation questionnaire was developed after internal pilot testing using face validity assessments with a convenience sample of adults aged over 50 years (Appendix 1). All questions were in closed format with an opportunity for free text comment at the end. The questionnaire was accompanied by a freepost envelope.
The questionnaire collected information on socio-demographic data (postcode to identify residential area for Scottish Index of Multiple Deprivation (SIMD) classification (Scottish Government 2012), age band, marital status and employment category), screening history and how the magazine was delivered. Women were invited to select as many of the eight available descriptors as they felt appropriate to describe the magazine (useful, informative, interesting, appropriate, unappealing, boring, irrelevant and alarming). Three items queried whether they (after reading the magazine) felt their knowledge, motivation to find out more or willingness to make lifestyle alterations had changed ("After reading the magazine my knowledge about breast cancer and lifestyle has increased," "I feel motivated to find out more about how to prevent breast cancer," and "I would like to make some changes to my lifestyle"). For each of these items, four possible options were offered ranging from "a great deal" to "not at all." In addition, the questionnaire asked how important respondents thought it was for women to watch their weight, alcohol intake and physical activity in relation to breast cancer prevention. Four responses were offered from "very important"
to "not at all important" and a "don't know" option was also added.
At the end of the implementation period, breast screening staff were interviewed about the work burden, response from attendees and their general observations about the project.
| Data analysis
Quantitative data analysis was undertaken using IBM SPSS Statistics for Windows (IBM Corp: version 21.0. Released 2012. Armonk, NY).
Descriptive statistics were used to characterise questionnaire respondents. Results are presented as percentages.
Staff interview data were audio-recorded with participant consent and transcribed verbatim. Transcripts were analysed thematically. 
| Ethical approval
| RESULTS
| Uptake
Magazines were distributed in August and September 2015.
More than half (57%) of all screening centres attendees took the magazines home (Table 1) . Uptake was greatest when it was personally given to attendees (95%) compared to the self-service delivery route (20%) in both settings. Display magazines were more likely to be taken by attendees in the mobile van compared to static centres (26.4% vs.
18.4%). Overall, uptake was higher in the static clinic (57.9%) compared to the mobile van (53.5%).
| Response to evaluation questionnaires
The response rate to the evaluation questionnaire was 17.3% (n = 375).
Three quarters (74.7%) of respondents had received their magazine from the receptionist. Respondents spanned the routine screening age range and came from a wide range of socio-demographic backgrounds (Table 2 ). More than half were from the two least deprived quintiles of the SIMD. Most respondents were married (68.6%), 42% were in full-time employment and 53% were retired. The majority (74.9%) of respondents had been screened several times before.
| Knowledge and perceptions of lifestyle factors and breast cancer prevention
Most respondents (95%) reported that reading the magazine had increased their knowledge about breast cancer and lifestyle to some extent (Table 3) ; that they felt motivated to find out more about and expressed intentions to make lifestyle changes after reading the magazine. These results were similar to social background.
| Free text responses
Of the 375 questionnaire responses, 119 free text comments (32% of respondents) were received when asked the question "Would you like to tell us anything else about the magazine?" Six main themes were identified.
1. Format and content: Overall, the magazine format, layout and content of the magazine were universally supported. Readability, interest and information were also commented on positively.
What a great idea it is to convey the information in magazine form.
Personal reflections on information: Many respondents reflected
on their own lifestyle habits. Some said they knew much of the information contained in the magazine but that it was a useful reminder and motivated renewed attention to lifestyle choices. 
| Interview data
Face to face semi-structured interviews were conducted with members of breast screening staff (a senior clinician, two radiographers and support staff).
Preparatory work was highlighted as key to the success of the project.
I do think it's important to set the scene and not just have people say "where did that come from?" And that was very easy to do and we have a good system of doing that and it didn't really impact too much on our workload.
Positive opinions were reported about the magazine content and format.
Women's Health [leaflets] they are just so condescending and you think we're not stupid, but it was short enough, that it wasn't preaching, it was just this is what we found this is what we think and it was very much this is what the evidence is saying.
Acceptability to women-was this the right environment to distribute the magazine?
I think so, it is a screening service, so…the reasons why you're going there, you would want to read about healthy things I would like to think it would maybe encourage them [to attend future screening]
It was felt that the magazine displayed care for the women beyond the breast screening process.
They [women] went away feeling like they'd got something from it, it wasn't just right your x-ray is done and out, there was a bit of a conversation and they definitely learned something from it.
The handing out of the magazines did not seem to have a detrimental effect on workload. On the mobile unit, there was more of an impact and less time to engage with women but it was manageable. 
T A B L E 2 Demographic characteristics of questionnaire responders n (%)
| DISCUSSION
The NHS Scottish breast screening programme (NHSSBSP) provides a unique opportunity for delivering an intervention aimed at breast cancer risk reduction which is consistent with the concept of the NHS as a health-promoting service (National Health Service Health Scotland 2016). Fisher, Dowding, Pickett, and Fylan (2007) reported that most women attending screening clinics are interested in receiving lifestyle advice and an updated paper (Fisher, Wilkinson, & Valencia, 2016) Comments from staff show that they personally liked the content and magazine style (notably the wider health content beyond breast cancer) and that they were also comfortable with its use in the screening clinic. In addition, their observations on patients reading the magazine in clinic, and patient feedback to them, suggest an overall positive experience. Importantly, the effort involved was minimal and there were no reports of detrimental effects on workloads although experience of engaging in further conversation on prevention and screening varied.
In conclusion, a cancer prevention magazine designed and written by the SCPN using a women's magazine style was successfully delivered in the breast cancer screening setting. Feedback from staff and screening attendees was overwhelmingly positive and deserves further exploration for roll out across Scotland.
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